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THE CHANGING FACE OF CSR 



The Changing face of CSR –  

from Green to Clean 

Andrew Mitchell. On a Bicycle. Near the Police. 

Andrew Mitchell MP for Sutton Coldfield  

and Secretary of State for International  

Development from 2010 to 2012, has argued  

that intense scrutiny of businesses’ international  

tax affairs has moved the definition of CSR  

away from its ‘fluffy’ roots. 

 

This, he said, has resulted in a significant  

redefinition of CSR, which used to be seen  

as conscience-salving charity and a form of  

global paternalism.  

 

 

 
He explained: ‘This business about making  firms feel good, sucking up to the 

consumer by saying, "this is the social responsibility we are exercising" was fine, 

but it was becoming, for many companies, cosmetic. ‘This is about fair and 

proper proportionate taxation, where you pay the tax where it is earned.’ 

PR Week Online 25th June 2013 

Full article TLQ Summer 213 



Sound familiar? 

    The Post-Recession Consumer Psyche 

Commissioned by 
the Harvard 
Business Review 
to identify and 
evaluate the 
trends driving the 
post-recession 
consumer mind-
set. 
 
First published in 
2009, reprinted in 
Spring 2010. 
 
 



Ethical concerns have shifted 

Area for attention % who 

mentioned, 

2010 

Executive Pay 35% 

Employees being able 

to speak about 

company wrongdoings 

24% 

Sweatshop labour 23% 

Environmental 

Responsibility 

21% 

Area for attention % who 

mentioned, 

2006 

Concern for the 

environment 

44% 

Caring for employees 33% 

Conserving energy 29% 

Providing more jobs 28% 

Source: Ipsos MORI, What areas should companies pay attention to/most need addressing? 

The shift in consumers’ ethical concerns since the outset of the downturn 

reflects our finding that consumers are most likely to be agitated by 

issues which might affect them 



Scandals, crises, cock-ups and cover-ups 

With apologies to any companies or institutions not included 



Individualocracy 

Citizen Brands  

Individual Brands 

Self Preservation 

Society 

C-Suite Scrutiny 

The New  

Morality 

 Cuts v spending 

Business 

malfeasance 

Economic 

stagnation 

The New Morality in 2013 



Institutions under scrutiny everywhere 



The Angry Consumer/Citizen 

 

The WEF, in its annual global risks report, 

warns that severe income inequality was the 

global risk most likely to manifest itself over the 

next ten years, going on to caution against the 

potential for unrest in different markets (not 

least as a consequence of endemic youth 

unemployment) 
 



THE SOCIAL FACE OF CSR 



The ages and stages of CSR 

    David Jones,  

CEO Havas, 2012  
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Michael Wilmott 

Trajectory, 2001 



The ages and stages of CSR 



WOM v Company CSR Sources 

61% trust general WOM 

 

37% trust employees 

 

12% trust the CSR report 

 

….even fewer trust the  

company social feed 

Source: The Great Good. 23Red & Trajectory 2011 (n. 2005 UK adults) 



CORPORATE RESPONSIBILITY & 

FINANCIAL PERFORMANCE 



Corporate social responsibility and  

corporate financial performance 

          The academic perspective – meta-analysis of multiple studies 

 

   Margolis (Harvard), Efenbein (Berkeley/Washington) and Walsh (Michigan) 
 

       2007 and 2009 analyses based on 167 and 214 studies respectively 

 

  Overall conclusion – CSR generates a 13% uplift in company performance 

“The Social Responsibility of  

Business is to increase its Profits” 

 
New York Times Magazine 1970 (available online) 

   Credit to Mike Follett, Imperial Business School, Thinking in Three Dimensions , Admap June 2013 (Admap Prize Winner) 



Operational v reputational crises  

http://www.freshfields.com/en/insights/crisis_management/ 

http://www.freshfields.com/en/insights/crisis_management/


A NEW MORAL ARMY? 



A New Moral Army? 

             Havas Meaningful Brands 2013 – UK Top Ten 

 In Europe 93% of brands could disappear and people wouldn’t care 

 



A New Moral Army? 

     Membership now up to 15.4 million – 36% increase since 2008 

     Combined turnover now £37 billion –  23% increase since 2008 

     There are now 6,169 co-operatives –  28% increase since 2008 

 

     8th largest co-operative economy in the world 

 

    52% of consumers trust co-operatives compared to 7% for PLCs 

 

       “Fair” “Democratic” “Trusted” “Consensual” “Collaborative” 

 

 “A co-operatives revival is under way” FT 

 

 

 

 

 

Source: Homegrown: Co-op Economy 2013 



CONSUMERS BEYOND THE RECESSION 



 Data, Surveillance, Tracking and Privacy 

Image: NSA HQ, Fort Mead, Maryland, USA (Vice Magazine) 



Resilience - the key to the future? 

     The main WEF (among others) theme for 2013 

 

     Strategic framework enabling tactical responses 

 

     Places the consumer at the heart of the business 

 

     Greater role for social channels in communications

  

     Requires a new approach to brand architecture?
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